Internationalization is a strategy increasingly used by companies. Firms in emerging markets are tardy regarding innovativeness and international orientation. Over the years, internationalization has proved to be a crucial strategy to increase sales and improve corporate performance in an increasingly globalized world. Global markets offer new business and innovation opportunities, and it is therefore likely that companies will shift their focus from domestic to international markets. The internationalization process has been intensively studied and can lead to the exploration of new markets, which often implies the creation of new brands. In this context, brand management is one of the aspects on which many researchers have dedicated attention. The study of the brand requires attention to several kinds of concepts, no less important (e.g., image, notoriety or identity). Recently, there have been new approaches and new contributions in this regard. Through an interdisciplinary perspective, the present study aims to analyse and to understand the process of internationalization and brand management in business contexts (i.e., sports contexts). Specifi cally, the study focuses on Berg Outdoor, a brand that has as core business articles for outdoor practices (i.e., textiles, footwear or equipment). In-depth semi-structured interviews were conducted with company directors (February 2018) in a qualitative perspective. This paper will attempt to present management development in a brand attachment perspective. Some limitations and the next steps of investigation will be discussed.
Introduction
Until the end of the 1980s, discussion of branding was not considered fundamental in the literature of marketing. It was only from the last decades onwards that it really became a central concept (Aaker, 1991; de Lencastre & Côrte-Real, 2010; Low & Fullerton, 1994; Rubinstein, 1996) . In a global economy with changing market dynamics and growing competition, the role of brands has never been as important as now. Brand management is unquestionably one of the aspects on which many researchers have dedicated attention in recent years, as this was something that in addition to facilitating recognition, improved loyalty and increased notoriety. It is of course an asset for the company, which will allow goods that identify and differentiate them from the competition.
Therefore, global markets offer new business and innovation opportunities, and it is therefore likely that companies will shift their focus from domestic to international markets. The internationalization process has been intensively studied and can lead to the exploration of new markets, which often implies the creation of new brands.
Internationalization involves expenses, but it adds a lot of value to the company. Globalization has brought a number of changes on how the traditional corporations perform. In order to be successful in foreign locations such as Brazil, Russia, China or India, companies had to adapt their local structures to become global players, choosing the best way to enter into the different countries in order to create opportunities for expansion and seek competitive success (Morales, 2016) .
Being international means having competitive advantages that enable you to outperform your competition (Conconi, Sapir, & Zanardi, 2016) . The decision on which and how many markets to approach, the best form of entry, the type of organization to be adopted are decisions that require rigorous analyses of a strategic nature (Dodgson, 2018; Oviatt & McDougall, 1997) . Besides the undeniable connection with the component product, the study of brand management requires attention to several kinds of concepts (e.g., identity, image, notoriety). Recently, important new models of brand diagnosis have emerged. The present manuscript aims to analyse and to understand the process of internationalization and brand management in business contexts (i.e., Berg Outdoor -Portugal). In-depth It may be similar to existing products, but with a different brand or a new package to existing products or to an existing product in a new market (Sousa & Silva, 2015 (Ghodeswar, 2008, p. 4) . The task of developing new products is the responsibility of marketing but must do so in collaboration with other functional areas of business. Helping the client in the process of the purchase decision, the brand is inscribed within logic of differentiation of the offer. The company has the ambition to better meet the expectations of a particular clientele and focuses to give him steadily and repeatedly the combination of tangible and intangible, functional and hedonistic, visible and invisible attributes (Kapferer, 2001) . When the brand is the focus of study, the need and interest to understand and distinguish some concepts that sometimes can be mistaken arises. In this regard, brand identity, as a concept of the issuer, which seeks to answer the question 'what the brand is', deriving from a physical aspect, as well as the character and values of the brand, are mentioned. By contrast, the image results from the receiver, more precisely how the brand is identified. Likewise, well known is a concept of the receiver that is, however, associated with the storage of the brand name. Finally, the position is related to the 'as intended that the brand is known' and is a concept of a strategic nature, defined by the company (in this case, being connected to the brand positioning). It has identity (emitter), image and reputation (receiver) and positioning (strategy) as the three roles that structure political brand (Lindon, Lendrevie, Lévy, Dionísio, & Rodriges, 2004) .
A brand is not limited to creating value for the consumer, but also for the company, becoming an active, having a social value and financial value. Overall, much of the value of a company is of intangible assets. The brand is a special intangible aspect. In many companies it is the most important asset (or aspect) (Cunha, Duarte, O'Shaughnessy, & Marcelino, 2004; Kapferer, 2012; Keller, 1998; Kotler & Gertner, 2002; Lindon et al., 2004) . Building a brand driven culture is a lifelong commitment to a mindset and a way of life that takes time, planning and perseverance that produces intangible outputs, which include greater customer satisfaction and loyalty (repetition), reduced price sensitivity, fewer customer defections, a greater share of customers' wallets and more referrals (Baumgarth & Schmidt, 2010; Ghodeswar, 2008) . According to Aaker (1991) , a brand thus signals to the client the source of the product, and protects both the customer and the producer from other competitors who would attempt to provide products that appear to be identical or similar. However, the brand is also important: for society (globally) because it contributes to better quality interviews were conducted with company directors (February 2018) in a qualitative perspective.
Brand management
According to de Lencastre and Côrte-Real (2010) , Levitt used the term 'marketing myopia' to explain the limited vision of marketing, when it fails to consider that a marketing product is not merely a technology, but a benefit. The benefit, not the technology, is the essential part of a product when it is put on the market. So, we can also consider 'branding myopia' as a limited vision of branding, when it forgets that the brand, more than a distinguishing label, is what the label refers to, and how this relationship is interpreted by its publics. A brand 'is a distinguishing name and/or symbol (such as logo, trademark, or package design) intended to identify the products or services of either one seller or a group of sellers, and to differentiate those products or services from those of competitors' (Ghodeswar, 2008, p. 4) . According to Weilbacher (1995) , a brand provides the basis upon which consumers can identify and bond with a product or service or a group of products or services. Brands serve as a guiding map to purchasing behaviour and, when managed correctly, often result in significant value for their holders (Anholt, 2005; Brymer, 2004 (Brito, 2010, p. 49) . According to Pires (2002) , the brand is an identifier of a product that distinguishes it from others. The main sources of the value of a brand are the reputation, the loyalty, the perceived quality and the legal ownership. According to Bennet (1995) , brand is a company value, a name, a term, a sign, symbol or combination of these that serves to identify company assets but also to distinguish them from the other competition, creating value not only for consumers but also for the company. Sometimes consumers are more emotionally attached to a brand than the company. Nowadays, brand is more than a plentiful supply of books, journals and articles about branding, but its incorporation into the conceptual structure of marketing has still not been consolidated (de Lencastre & Côrte-Real, 2010; Stern, 2006) . In a marketing perspective, the notion of brand is more comprehensive because it is not limited to a set of signals that serve to distinguish products and services (Brito, 2010; Elliott & Percy, 2007) ; it is much more than that.
Another aspect, equally important, concerns the development of new products, which ensures the survival and growth of the company. Sometimes they are required to replace products that have reached the final stage of their life cycle; however, it is not easy to define what is a new product. via six different but complementary facets. The brand identity is inherent to the size of messages issued by the brand, where the aim is to specify the direction, design and concept that it must itself (Kapferer, 2001) . So the dimensions of brand identity, represented in the Kapferer model, are developed from the set of elements. The ideogram is the diagnosis of the identity of a mark, as proposed by Kapferer, and is composed of a physical element and the personality (emission). At the reception, the ideogram consists of a reflection and the selfimage, and a relationship with the brand culture to ensure the connection between the elements of the emission and reception (Duarte, 2005) .
Internationalization
As a starting point, this common usage could be broadened further to give the following definition: 'the process of increasing involvement in international operations.' An important reason for adopting a broader concept of internationalization is that both sides of the process, that is, both inward and outward, have become more closely linked in the dynamics of international trade (Welch & Luostarinen, 1988) . Over the past few years, companies from emerging markets have become increasingly innovative (Banalieva & Dhanaraj, 2013) and internationally active (Hsu, Lien, & Chen, 2013) , which has drawn increasing interest from scholarly research (Garrido, Parente, Gonçalo, & Vasconcelos, 2017) . Firms in emerging markets are tardy regarding innovativeness and international orientation. According to Conconi et al. (2016) , a vast literature in international business has long emphasized that uncertainty about the 'characteristics of the specific national market -its business climate, cultural patterns, structure of the market system and, most importantly characteristics of the individual customer' can lead firms to follow a gradual internationalization process, serving a foreign market via exports before deciding whether to invest there (Johanson & Vahlne, 1977) .
To explain the incremental character of internationalization, the authors have formulated a dynamic model, that is, a model in which the outcome of one cycle of events constitutes the input to the next. The main structure is given by the distinction between state and change aspects of internationalization variables. The state aspects are the market commitment (resource commitment to the foreign markets) and knowledge about foreign markets and operation (Andersen, 1993) .
Therefore, and according to Johanson and Vahlne (2009) , researchers in the Department of Business Studies at Uppsala University in the mid-1970s made empirical observations that contradicted the established economics and normative, international business literature of the time. According to that literature, firms choose, or should choose, the optimal mode products, fosters innovation and provides information about the product, but also for distributors because it is a relevant aspect to ensure loyal consumers (Sousa & Silva, 2015) .
Since the 1990s, brand equity has been the subject of increased academic studies and progresses (Aaker, 1991 (Aaker, , 1996 Aaker & Joachimsthaler, 2012; Baumgarth & Schmidt, 2010; Coleman, de Chernatony, & Christodoulides, 2011; de Chernatony, 1999; Kapferer, 2001 Kapferer, , 2004 Gladden & Funk, 2001; Madhavaram, Badrinarayanan, & McDonald, 2005; Vásquez, 2011) . However, despite the various perspectives on brand identity, there is a consensus as to its importance and the need to be the company to define it. The analysis of the elements of the brand shows that despite the specific nature of each element, the brand's success is closely linked to its careful selection and harmonious integration and interaction. One should not forget that the positioning seems to be the expression of the combination of the elements of the brand in its market adaptation (Biel, 1997; Duarte, 2005) .
According to Ghodeswar (2008, p. 5) , brand identity 'is a unique set of brand associations implying a promise to customers and includes a core and extended identity'. Core identity is the central, everlasting essence of the brand that remains constant as the brand moves to new markets and new products or services. Extended identity is woven around brand identity elements organized into adherent and meaningful groups that provide brand texture and completeness, and focuses on brand personality, relationship, and strong symbol association. Brand identity is a key brand management aspect, looking into a few lines to answer the question 'Who am I?' and 'What are my particular signs?' compared with an identity card.
Brand identity is based on a thorough understanding of the firm's customers, competitors and business environment (macro, specific and micro environment). The brand identity needs to reflect the company strategy and the willingness to invest in the programs needed for the brand to live up to its promise to customers. To be effective, a brand identity needs to resonate with customers, differentiate the brand from competitors and represent what the organization can and will do over time (Aaker & Joachimsthaler, 2012; Ghodeswar, 2008; Sousa & Vieira, 2018) .
According de Chernatony (1999), there are several helpful models that enable managers to better appreciate their corporate identity (Balmer & Stotvig 1997; Creedon, 1998; McDaniel, 1999; van Riel 1995) . Kapferer (2001) presented a particularly insightful brand-based view of identity. His Hexagonal Identity Prism Model 'is a powerful tool to understand the essential difference between a brand and its competitors and is based on six central components : physique, personality, culture, relationship, reflection and self-image' (de Chernatony, 1999, p. 165) . In other words, the Hexagonal Identity Prism model (Figure 1 ) conceptualizes brand identity the company is international and aims to consolidate all international operations (Daszkiewicz & Wach, 2012) .
It is still unclear how these fi rms acquire and maintain an innovative capacity (Garrido et al., 2017) . In this context, international development and innovativeness seem to reinforce each other since acting abroad improve the fi rms' innovativeness capacity, while innovativeness leads fi rms to the development of new products, services and processes that increase fi rms' participation in international markets (Garrido et al., 2017; Golovko & Valentini, 2011) . If on the one hand, innovativeness facilitates the acquisition of knowledge and promotes capabilities, leading companies to enter into new markets, on the other hand, internationalized fi rms deal with new resources, networks and environments that facilitate or promote innovativeness (Garrido et al., 2017) . In view of the above, we intend to relate brand management with internationalization processes in this manuscript. In this sense, our case study is about the Berg Outdoor brand.
Methodology
The method used will be the qualitative method, since it is intended to evaluate (in real context) the role of each department in order to advance this study. The intention was to interview each of the department directors and later the brand manager (February 2018) . At the same time, there is a great for entering a market by analysing their costs and risks based on market characteristics and taking into consideration their own resources (Hood & Young, 1979) . According to Forsgren (2002) , by operating in the market, the fi rm not only acquires information about that market, but also becomes closely connected to the market in such a way that it is diffi cult to use its resources for other purposes. Hadjikhani (1997) has coined the expression 'intangible commitments' when analysing this phenomenon.
According to Daszkiewicz and Wach (2012) , the choice of modes (methods, forms, ways, instruments) of internationalization depends on both endogenous (e.g., the competitive potential of a fi rm) and exogenous factors characterizing the given target market. The choice of methods depends on some objective factors. Different forms of entry on foreign markets are characterized by different effi ciency, but also different costs of entry. One can propose to systematize forms of entry describing intensity of internationalization taking their four degrees into account (Table 1 ).
An advanced form of sales internationalization is a foreign representative offi ce. The offi ce can act as a salesman for foreign trade contracts (negotiating the terms of delivery and conducts market research, which is necessary for direct exports). The second level of intensity of internationalization business activity mainly implements cooperative relations by entering into contacts with foreign partners, mostly manufacturers. This phase includes international licensing, international franchising and international subcontracting, while the more advanced and sophisticated forms of cooperation focus on foreign capital (including joint operating with a foreign partner in a commercial business). The most advanced degree of business internationalization intensity can be understood as business globalization. In this phase, started with an offer of technical products such as waterproof jackets and footwear with the most varied technologies, and today, it has a catalogue with articles where one prizes for the daring, quality and innovation in the products we are contemplating. Operating only within the store's commercial surfaces, the brand was entrusted with only the sales of Sport Zone, and being a brand with so much potential, it would have to be explored more clearly. Today it is in one hundred and seventeen Sport Zone stores in Europe, with Portugal and Spain being the first markets to be explored. The good functioning of a company and its development comes from the good exploitation of the markets and a good investment in tangible and intangible assets. For this, Sonae, and its brands, invest in their work in order to develop characteristics and deepen knowledge receiving training, incentives and benefits. Berg Outdoor stands out in the market for being extremely confident, curious and active, being still considered a brand that combines comfort and functionality with high quality standards, destined for all lovers of adventure. At the same time, the brand also stands out for its price point. Compared to the other competing brands, such as 'Columbia' and 'The North Face', Berg is priced 30% below these brands. What makes Berg distinguish itself in the outdoor market is the delivery to its customers of comfort and intelligent technology alienated to the contemporary design. It has partners in markets such as Germany, United Kingdom, Italy, Finland, Denmark, Switzerland, Spain or Portugal. The collections offer a variety of products for everyday activities, such as clothing, footwear, accessories and equipment.
In mid-2016, Berg Outdoor's strategy was re-adapted to the demands of the market, and the team was restructured, from high hierarchical levels to assistants, so that if it could give the brand new DNA and a path that would take it to the top. At the moment, Berg Outdoor has strategic markets like Italy, Germany, Austria, United Kingdom and Spain, reason why it has adapted its strategy of internationalization to these markets. In order to better adapt the products to the markets in which it is intended to operate, the brand has opted for market research strategies, brand DNA consultation, and adaptation of the individual work of each worker to the requirements of each market.
Berg Outdoor positioning
The brand's mission is to inspire the adventurer to explore the world with the help of dynamic and innovative material; be known, respected and credible throughout the European market; expand its distribution into the market and build a retail experience where athletes and explorers can find in Berg Outdoor exactly what they need for their activities; create a strong connection with the consumer, produce value for money, combining the dynamism, functionality and diversity of theoretical support positions and the methods and techniques that result from them. The qualitative methodology uses single case sampling. This consists of the choice of a person, situation or location to do an intensive 'case study' analysis, which in this case will be the Berg Outdoor team. One of the types of qualitative research that will be used in this project work is the case study.
The case study should be applied when the researcher has an interest in researching a particular situation. The key features of the case studies are as follows: 1 -Case studies are aimed at finding; 2 -Case studies emphasize 'interpretation in context'; 3 -Case studies seek to portray reality in a complete and profound way; 4 -Case studies use a variety of sources of information; 5 -Case studies reveal alternate experience and allow naturalistic generalizations; 6 -Case studies seek to represent the different and sometimes conflicting points of view present in a social situation; 7 -Case study reports use a language and a more accessible form than the other research reports. A purposive sampling was developed, that is, a nonprobabilistic sample in which the members of the sample are purposely chosen to collect information needed to answer the research questions (Wahyuni, 2012 ) -members directly involved in the process in question.
The selection of the interviewees was made according to a criterion of relevance for the study of internationalization, that is, the interviewees are a direct part of the process. The leaders of the departments of the Berg Outdoor brand (Logistics, Product, Online, Sales, Marketing and Business Analysis) were selected. The main objective was to obtain information from different contexts, to make the research richer, and to perceive possible influences of the context in question. In this sense, seven interviews were carried out with seven elements from different departments (Berg Outdoor context). The script was divided into nine different questions and three blocks -a first one to present and legitimize the interview; a second to complete with the generic data of the interviewee (age, gender, position and years in the company); the third block with questions of open response, all related to the internationalization of a brand, some contemplating processes and other questions of opinion or criticism.
Case study: Berg Outdoor and discussion
Berg Outdoor is a brand owned by the largest Portuguese retail company, Sonae, which operates in various market segments such as food, energy, telecommunications, retail real estate, home appliances and technologies, sports, fashion, financial services, investment management and shopping centres, and has about forty thousand employees, being the largest private employer in Portugal. Berg emerged to fill a gap in the offer of outdoor brands of Sport Zone. It an entry level product that can complement within Adventure and Trail Running.
Berg will be the new explorer, channelling its inheritance into the future. The Portuguese mainland, Madeira and the Azores have captivating and diverse landscapes, perfect for the adventurer. The forests, lovely caves and fl ooded nature of colour for locations of colours and marketing, as well as consideration for the functional that needs to be integrated into the design. Portugal has a wealth of resources to enjoy and be proud of, ensuring that Berg can reduce its ecological footprint, the abundant use of materials that are local while innovating with the elements of these materials. Portugal offers the opportunity of manufacturing and local production to reduce the ecological footprint. Berg Outdoor is a member of the EOCA -European Outdoor Conservation Society, ensuring participation in conservation of wild places and ecosystems for future generations.
Regarding the objectives and requirements to be fulfi lled in an internationalization process, the interviews carried out emphasize: 'Understand the market. Regarding the importance of brand management in internationalization contexts, it should also be noted that: 'the brand needs to work the P's all of Marketing -good product as key theme (design, quality, warranty) ; commercial network (sales force) to put the product in the right place; promotion and activation of the brand -without it impossible to innovation in their products; be a brand that cares about social responsibility, protecting nature and the environment.
The values of the brand are: being passionate about delivering to the consumer everything they need for their outdoor activities; curiosity, always striving to fi nd new challenges and interest in new adventures; innovative, pushing frontiers to be at the forefront of innovation with materials and technology; responsible, concerned with nature and social responsibility; authentic, taking to the consumers all the necessary material for the practices of Outdoor; friendly, a team that works for the project. Europe is the market in focus for the expansion of the brand, targeting specialized and independent stores, sports chain stores and the Omni channel distribution. Berg Outdoor aims to design its brand as a trusted brand among its competitors. It offers a catalogue of products ranging from the technical, passing the trail running, to casual and also complete with equipment for these three segments. The entire product team seeks to design a product with versatile design, and that through research, they can also reach the other raw materials that are part of all technical equipment such as Primaloft, Goretex, Vibram and Tencel, which offer credibility of articles in the moment in the hands of the consumer.
Berg Outdoor architecture and internationalization
The brand has recently been repositioned, focusing on three important silos: Adventure/Active, Trail Running and Essentials/Basic (Figure 3 ). Creating defi nite pillars inspired by aesthetic trails and needs while infusing the Berg Outdoor DNA. 1) The running trail will appeal to the athlete, the mountain, the rails, the colours, the breath, the nature; 2) Active will appeal to the outdoor adventurer, who also takes advantage of the beauty of nature, the different environments, heat, cold, snow, rain; 3) Essential Berg will be The present study presents a case study of Berg Outdoor, in the segment of sports equipment in Portugal. In particular, the brand's positioning and brand architecture were analysed. Semi-structured interviews were conducted in the business context that allowed us to delimit the study object and allowed us to understand some specificities of an internationalization process. As limitations, the present study is an exploratory approach and a case study. It will be important for future studies to follow up on this work by conducting in-depth interviews with corporate managers as well as through questionnaires to consumers in international markets. Causal relations can be established with some marketing variables (quantitative approach). Nevertheless, this manuscript presents contributions from an interdisciplinary perspective and can be an aid to the management and marketing of companies in the sports equipment segment (specifically brand management). 
Conclusions
In an increasingly global world, in which competitiveness and change tend to predominate, the difference is the ability to create discontinuities in the external environment. In this study, we presented a theoretical contribution (i.e., brand management and internationalization) and a case study in the sports equipment industry. The brand is a company value, a name, a term, a sign, symbol or combination of these that serves to identify company assets but also to distinguish them from the other competition, creating value not only for consumers but also for the company. This manuscript presents some literature on brand management and its aspects (i.e., identity, image, positioning and notoriety) and internationalization processes. The brand is a very important element for the customer and for the company. The brand is a guarantee for the customer and allows to differentiate and to dissect. But the brand is also very important for the company, because it presents commercial value and institutional value.
